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RESPONSE TO FINAL OFFICE ACTION AND REQUEST FOR RECONSIDERATION

This is in response to the final Office Action mailed on February 12, 2014.    

I.          Registration Should Not be Refused Under § 2(a) or § 2(e)(3)

            The Examining Attorney has refused registration of Applicant’s GRAN HABANO mark

because the Examiner asserts that the mark is primarily geographically deceptively misdescriptive of

cigars made from Cuban seed tobacco.  Applicant respectfully disagrees for the reasons set forth below.
A.        Purchasers of GRAN HABANO Cigars Are Not Likely to Believe that
Applicant’s Cigars Originate in Havana, Cuba

            One of the factors in determining whether a mark is geographically deceptively misdescriptive is

if purchasers would be likely to be make a goods-place association; that is, purchasers would be likely

to believe that the goods originate in the geographic place identified in the mark.  See In re California

Innovations, Inc., 329 F.3d 1334, 1441 (Fed. Cir. 2003).

The Examining Attorney assumes, without any supporting evidence, that purchasers of Applicant’s

cigars will automatically believe the cigars originate from Cuba and therefore make their purchase on

that basis based on the premise that Cuba is a place where cigars and tobacco products are produced and

because Cuba is a place well renowned for cigar and tobacco products. Applicant is not denying that

Cuba is renowned for its tobacco and cigars, however, the Examining Attorney misunderstands the

sophistication of cigar purchasers and customers and that both cigar purchasers and customers are very

well versed on cigar blends and where cigars originate. See attached Declarations of Distributors and

Customers Exhibits D at ¶¶ 9, 13 and E at ¶¶ 7, 10, 11. Additionally, cigar retailers and costumers know

that in the United States the sale of goods originating in Cuba has been banned since 1962 due to the

United States trade embargo against Cuba and therefore, Cuban cigars are impossible to find and buy in

the United States. See attached Declarations of Distributors and Customers Exhibits D at ¶ 11 and E at ¶

9.

Moreover, GRAN HABANO customers and retailers are aware there many brands of cigars in the

marketplace with Cuba-related names that are made from Cuban-seed tobacco that is grown, cultivated

and made in countries around the world,  that these cigars have been in the marketplace for many



decades since the Cuban Revolution and cigar manufacturers fled Cuba, and that due to the widespread

sale in the marketplace of cigars made from Cuban-seed tobacco, they have grown accustomed over the

many decades to recognizing that cigars sold under Cuba-related names or brands that “evoke” the

Cuban heritage and Cuban history of cigar making, but may not presently originate in Cuba. See

attached Declarations of Distributors and Customers Exhibits D at ¶ 6 and E at ¶ 5.

Applicant’s cigars are also considered premium cigars and luxury items that are scrutinized by

discriminating cigar purchasers. See attached Declarations of Distributors and Customers Exhibits D at ¶

7 and E at ¶ 13. Applicant’s GRAN HABANO cigars are typically sold at retail for approximately $100

for a cigar box of 20 cigars. See attached Declarations of Distributors and Customers Exhibits D at ¶ 8

and E at ¶ 6.

These scrutinizing purchasers of Applicant’s cigars are thus going to contemplate the origin of the

cigar’s tobacco and seek the advice of the cigar store clerks or read about new and/or recommended

cigar brands reviewed in cigar magazines such as Cigar Aficionado and Smoke. See attached

Declarations of Distributors and Customers Exhibits D at ¶¶ 9, 12 and E at ¶¶ 7, 10. These purchasers

and retailers will not gloss over and purchase a cigar brand without knowing the history of the cigar,

where it was grown, and the tobacco blend it contains. See attached Declarations of Distributors and

Customers Exhibits D at ¶¶ 9, 12 and E at ¶¶ 10, 11.  

               Accordingly, that Applicant’s cigars are not made in Cuba is a fact well known among cigar

purchasers over the past 13 years that Applicant has been selling its GRAN HABANO cigar. See

attached Declarations of Distributors and Customers Exhibits D at ¶ 14 and E at ¶ 10. Applicant’s

customers are not interested in Cuban cigars because Cuban cigars are one dimensional, in comparison,

the American market has evolved in to a variety of brands and blends that make the cigars sold in the

United States more interesting and complex. See Declaration of George A. Rico Exhibit C at ¶ 9.
B.        The Goods-Place Association, If Any, Is Not a Material Factor in a
Significant Portion of the Relevant Consumers’ Decision to Purchase Applicant’s
GRAN HABANO Cigars.

           

Another factor in determining whether a mark is geographically deceptively misdescriptive is if the

misrepresentation (goods-place association) would be material factor in the consumer’s decision to

purchase the goods. See In re California Innovations, Inc., 329 F.3d at 1856-57.

“[I]n order to establish a prima facie case of materiality there must be some indication that a substantial



portion of the relevant consumers would be materially influenced in the decision to purchase the product

or service by the geographic meaning of the mark.” In re Spirits International N.V., 563 F.3d 1347,

1357 (Fed. Cir. 2009). The Federal Circuit has also noted that “for goods, evidence that a place is

famous as a source of those goods is sufficient to raise an inference of materiality.” In re Miracle

Tuesday, LLC., 695 F.3d 1339, 1347 (Fed. Cir. 2012).

“[T]he ordinary consumer must care about the location where the goods come from or are processed or

associated with. The misrepresentation must be one that would be likely to influence the decision to

buy.” McCarthy on Trademarks § 14:34, p. 14-117 (2014).

The Examining Attorney concludes that the materiality factor is satisfied in this case because of the

Board’s decision in the Guantanamera case. See Corporacion Habanos S.A. v. Guantanamera Cigars

Co., 102 USPQ2d 1085 (TTAB 2012). The Examining Attorney contends there is evidence of

materiality in this case because the Board in Guantanamera found compelling that “ from the

advertisements, webpages, testimony, magazines and cigar publications and encyclopedias, we find that

opposer has established that sellers of cigars in the United States market non-Cuban cigars through

branding and marketing associations with Cuba because they believe that consumers value associations

with Cuba in making purchasing decisions. Because, as we have already found, a substantial portion of

the relevant consumers speak or understand Spanish, we find that such consumers would be materially

influenced in the decision to purchase applicant’s cigars due to the geographic meaning of the mark in

the Spanish language.” Id. at *19.  Therefore, the Examining Attorney’s position is that since

Applicant’s mark is in Spanish and the goods covered by the GRAN HABANO mark are the same as in

Guantanamera, then Spanish-speaking cigar purchasers would be influenced by the reference to Cuba in

the word “habano” to purchase GRAN HABANO cigars.

The conclusions reached by the Board in Guantanamera, however, were based on a vastly different

factual record than the one before the Examiner in the present case. In Guantanamera, “all of

applicant’s advertisements prior to 2008 were in Spanish; and at least as of December 2006,

applicant’s website was almost exclusively in Spanish and many of applicant’s customers are from

Cuba (and presumably know Spanish since, that is the primary language of Cuba).” Id. at *11.

The Board in Guantanamera also found that persons who speak Spanish comprise a substantial portion

of the intended audience because 12.3% of the United States population speaks Spanish at home, in

Florida 19.3% of Florida’s population speaks Spanish at home, and tens of millions of people in the



United States have received Spanish language instruction in school. Id.

Here, Applicant’s website is in English, not in Spanish, and it does not even have the option to be read

in Spanish. See Exhibit A, a screenshot of Applicant’s website www.ghcigars.com. Applicant’s

advertisements and marketing have always been in English. See Declaration of George A. Rico Exhibit

C at ¶ 11. Applicant’s customers and retailers are not from Cuba or Spanish-speaking. See attached

Declaration of George A. Rico Exhibit C at ¶ 9, and Declarations of Distributors and Customers

Exhibits D at ¶ 10 and E at ¶ 8.

Additionally, there is no evidence of advertisements, webpages, testimony, magazines and cigar

publications and encyclopedias that establish that sellers of cigars in the United States market non-

Cuban cigars through branding and marketing associations with Cuba because they believe that

consumers value associations with Cuba in making purchasing decisions. In Guantanamera, the

applicant included in its product packaging the false claim “Genuine Cuban Tobacco” evidencing that

the use of Cuban tobacco on its product packaging would influence the consumers in their decision.

Guantanamera 102 USPQ2d at n3.

In this case, Applicant’s product packaging does not include a misleading Cuba reference. To the

contrary, Applicant’s packaging prominently displays the word HONDURAS in capital letters on the

side of the box. See Exhibit B, Pictures of Applicant’s GRAN HABANO box of cigars. Further,

Applicant’s customer base generally does not view branding and marketing associations with Cuba as a

material factor in making purchasing decisions because American cigars are much more complex and

unique, and Cuban cigars are one dimensional. See attached Declaration of George A. Rico Exhibit C at

¶ 9.

Moreover, the evidence shows that purchasers of GRAN HABANO cigars are highly sophisticated and

are not influenced in their decision to purchase GRAN HABANO cigars because of the word “habano.”

Rather, Applicant’s customers purchase GRAN HABANO cigars because of their quality and tobacco

blend, something that the Board in Guantanamera noted was lacking. See attached Declarations of

Distributors and Customers Exhibits D at ¶ 17 and E at ¶ 14. See also Guantanamera 102 USPQ2d at

*20.           

The Federal Circuit has mandated that the Board must apply the correct test when determining

materiality, especially when the Board uses broad statements regarding a language being spoken by an



appreciable number of U.S. consumers but failing to connect those consumers to the actual goods at

issue. In re Spirits International N.V., 563 F.3d at 1357.  See also Guantanamera Cigar Co. v.

Corporacion Habanos S.A., 729 F. Supp. 2d 246, 254 (Fed.Cir. 2010) (holding that Cuba’s renown

reputation for cigars and applicant’s false packaging is not enough evidence to determine that a

substantial proportion of the target audience would be deceived into purchasing cigars because of the 

false goods-place association). 

 In Guantanamera, the Board based its finding of materiality on the percentage of the general population

of the United States that speaks Spanish and that the applicant’s advertisements and website were in

Spanish. Guantanamera 102 USPQ2d at *11. However, what amounts to a “substantial portion” of the

targeted community for a specific trademark must be determined on a case-by-case basis. Here, there is

no link between the 12.3% Spanish speakers noted in Guantanamera and the target market for

Applicant’s GRAN HABANO cigars. To the contrary, the evidence shows that the cigar purchasers

constituting Applicant’s customer base (1) are not Spanish speakers; (2) are not materially influenced in

their purchasing decisions by the presence of the term “habano” in Applicant’s mark, and (3) base their

decision to purchase Applicant’s cigars on the characteristics and quality of the cigar. See attached

Declaration of George A. Rico Exhibit C at ¶¶ 9, 10, 14, 16, and Declarations of Distributors and

Customers Exhibits D at ¶¶ 10, 12, 16, 17 and E at ¶¶ 8, 11, 13, 14.

“We note that only 0.25% of the U.S. population speaks Russian. If only one quarter of one percent of

the relevant consumers was deceived, this would not be, by any measure, a substantial portion.” In re

Spirits International N.V., 563 F.3d at 1357. Here, it makes little difference if the total of all native

Spanish speakers in the United States comprises 12.3% of the total U.S. population, as that percentage

provides no insight into the percentage of native Spanish speakers constituting the target market for

Applicant’s cigars.

In conclusion, the various points needed to prove GRAN HABANO primarily geographically

deceptively misdescriptive of cigars made from Cuban seed tobacco have not been met. Applicant has

shown that GRAN HABANO purchasers and retailers are sophisticated and knowledgeable regarding

the cigar industry and base their cigar purchasing decisions on taste, quality, and blend instead of a

goods-place association. Also, the fact that GRAN HABANO contains the word “habano” does not

materially affect customer’s decisions to buy a GRAN HABANO cigar. Purchasers and retailers of the

GRAN HABANO cigars are aware of the Cuban embargo and know the origin and what kind of



tobacco is contained in a particular cigar.

II.        Conclusion

Based on the foregoing, Applicant respectfully requests that the mark GRAN HABANO be approved

for publication.

                                                                       

Respectfully submitted,

GREENBERG TRAURIG, LLP
August 12, 2014                                             By__/Steven J. Wadyka, Jr./
Steven J. Wadyka, Jr.
2101 L Street, N.W.
Suite 1000
Washington, D.C. 20037
Tel: (202) 331-3105
Fax: (202) 261-0135
           

Attorney for Applicant
SANTA CRUZ TOBACCO CO., INC.
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Request for Reconsideration after Final Action
To the Commissioner for Trademarks:

Application serial no. 77129912 has been amended as follows:

ARGUMENT(S)
In response to the substantive refusal(s), please note the following:

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
TRADEMARK EXAMINING OPERATION

In re U.S. Trademark Application                 
                                                                    
Applicant:  Santa Cruz Tobacco Co., Inc.           Examining Attorney:  David C. Reihner

                                     
Serial No.: 77/129,912                                       Law Office:   111
                                                                         
Filed:  March 16, 2007                                       Our Ref. No.:   130171.010100
                                                                                                   
Mark:   GRAN HABANO                       

RESPONSE TO FINAL OFFICE ACTION AND REQUEST FOR RECONSIDERATION

This is in response to the final Office Action mailed on February 12, 2014.    

I.          Registration Should Not be Refused Under § 2(a) or § 2(e)(3)

            The Examining Attorney has refused registration of Applicant’s GRAN HABANO mark because

the Examiner asserts that the mark is primarily geographically deceptively misdescriptive of cigars made

from Cuban seed tobacco.  Applicant respectfully disagrees for the reasons set forth below.
A.        Purchasers of GRAN HABANO Cigars Are Not Likely to Believe that
Applicant’s Cigars Originate in Havana, Cuba

            One of the factors in determining whether a mark is geographically deceptively misdescriptive is if

purchasers would be likely to be make a goods-place association; that is, purchasers would be likely to

believe that the goods originate in the geographic place identified in the mark.  See In re California

Innovations, Inc., 329 F.3d 1334, 1441 (Fed. Cir. 2003).

The Examining Attorney assumes, without any supporting evidence, that purchasers of Applicant’s cigars

will automatically believe the cigars originate from Cuba and therefore make their purchase on that basis

based on the premise that Cuba is a place where cigars and tobacco products are produced and because

Cuba is a place well renowned for cigar and tobacco products. Applicant is not denying that Cuba is



renowned for its tobacco and cigars, however, the Examining Attorney misunderstands the sophistication

of cigar purchasers and customers and that both cigar purchasers and customers are very well versed on

cigar blends and where cigars originate. See attached Declarations of Distributors and Customers Exhibits

D at ¶¶ 9, 13 and E at ¶¶ 7, 10, 11. Additionally, cigar retailers and costumers know that in the United

States the sale of goods originating in Cuba has been banned since 1962 due to the United States trade

embargo against Cuba and therefore, Cuban cigars are impossible to find and buy in the United States. See

attached Declarations of Distributors and Customers Exhibits D at ¶ 11 and E at ¶ 9.

Moreover, GRAN HABANO customers and retailers are aware there many brands of cigars in the

marketplace with Cuba-related names that are made from Cuban-seed tobacco that is grown, cultivated

and made in countries around the world,  that these cigars have been in the marketplace for many decades

since the Cuban Revolution and cigar manufacturers fled Cuba, and that due to the widespread sale in the

marketplace of cigars made from Cuban-seed tobacco, they have grown accustomed over the many

decades to recognizing that cigars sold under Cuba-related names or brands that “evoke” the Cuban

heritage and Cuban history of cigar making, but may not presently originate in Cuba. See attached

Declarations of Distributors and Customers Exhibits D at ¶ 6 and E at ¶ 5.

Applicant’s cigars are also considered premium cigars and luxury items that are scrutinized by

discriminating cigar purchasers. See attached Declarations of Distributors and Customers Exhibits D at ¶ 7

and E at ¶ 13. Applicant’s GRAN HABANO cigars are typically sold at retail for approximately $100 for

a cigar box of 20 cigars. See attached Declarations of Distributors and Customers Exhibits D at ¶ 8 and E

at ¶ 6.

These scrutinizing purchasers of Applicant’s cigars are thus going to contemplate the origin of the cigar’s

tobacco and seek the advice of the cigar store clerks or read about new and/or recommended cigar brands

reviewed in cigar magazines such as Cigar Aficionado and Smoke. See attached Declarations of

Distributors and Customers Exhibits D at ¶¶ 9, 12 and E at ¶¶ 7, 10. These purchasers and retailers will not

gloss over and purchase a cigar brand without knowing the history of the cigar, where it was grown, and

the tobacco blend it contains. See attached Declarations of Distributors and Customers Exhibits D at ¶¶ 9,

12 and E at ¶¶ 10, 11.  

               Accordingly, that Applicant’s cigars are not made in Cuba is a fact well known among cigar

purchasers over the past 13 years that Applicant has been selling its GRAN HABANO cigar. See attached



Declarations of Distributors and Customers Exhibits D at ¶ 14 and E at ¶ 10. Applicant’s customers are

not interested in Cuban cigars because Cuban cigars are one dimensional, in comparison, the American

market has evolved in to a variety of brands and blends that make the cigars sold in the United States more

interesting and complex. See Declaration of George A. Rico Exhibit C at ¶ 9.
B.        The Goods-Place Association, If Any, Is Not a Material Factor in a Significant
Portion of the Relevant Consumers’ Decision to Purchase Applicant’s GRAN
HABANO Cigars.

           

Another factor in determining whether a mark is geographically deceptively misdescriptive is if the

misrepresentation (goods-place association) would be material factor in the consumer’s decision to

purchase the goods. See In re California Innovations, Inc., 329 F.3d at 1856-57.

“[I]n order to establish a prima facie case of materiality there must be some indication that a substantial

portion of the relevant consumers would be materially influenced in the decision to purchase the product

or service by the geographic meaning of the mark.” In re Spirits International N.V., 563 F.3d 1347, 1357

(Fed. Cir. 2009). The Federal Circuit has also noted that “for goods, evidence that a place is famous as a

source of those goods is sufficient to raise an inference of materiality.” In re Miracle Tuesday, LLC., 695

F.3d 1339, 1347 (Fed. Cir. 2012).

“[T]he ordinary consumer must care about the location where the goods come from or are processed or

associated with. The misrepresentation must be one that would be likely to influence the decision to buy.”

McCarthy on Trademarks § 14:34, p. 14-117 (2014).

The Examining Attorney concludes that the materiality factor is satisfied in this case because of the

Board’s decision in the Guantanamera case. See Corporacion Habanos S.A. v. Guantanamera Cigars Co.,

102 USPQ2d 1085 (TTAB 2012). The Examining Attorney contends there is evidence of materiality in

this case because the Board in Guantanamera found compelling that “ from the advertisements, webpages,

testimony, magazines and cigar publications and encyclopedias, we find that opposer has established that

sellers of cigars in the United States market non-Cuban cigars through branding and marketing

associations with Cuba because they believe that consumers value associations with Cuba in making

purchasing decisions. Because, as we have already found, a substantial portion of the relevant consumers

speak or understand Spanish, we find that such consumers would be materially influenced in the decision

to purchase applicant’s cigars due to the geographic meaning of the mark in the Spanish language.” Id. at

*19.  Therefore, the Examining Attorney’s position is that since Applicant’s mark is in Spanish and the



goods covered by the GRAN HABANO mark are the same as in Guantanamera, then Spanish-speaking

cigar purchasers would be influenced by the reference to Cuba in the word “habano” to purchase GRAN

HABANO cigars.

The conclusions reached by the Board in Guantanamera, however, were based on a vastly different

factual record than the one before the Examiner in the present case. In Guantanamera, “all of applicant’s

advertisements prior to 2008 were in Spanish; and at least as of December 2006, applicant’s website was

almost exclusively in Spanish and many of applicant’s customers are from Cuba (and presumably know

Spanish since, that is the primary language of Cuba).” Id. at *11.

The Board in Guantanamera also found that persons who speak Spanish comprise a substantial portion of

the intended audience because 12.3% of the United States population speaks Spanish at home, in Florida

19.3% of Florida’s population speaks Spanish at home, and tens of millions of people in the United States

have received Spanish language instruction in school. Id.

Here, Applicant’s website is in English, not in Spanish, and it does not even have the option to be read in

Spanish. See Exhibit A, a screenshot of Applicant’s website www.ghcigars.com. Applicant’s

advertisements and marketing have always been in English. See Declaration of George A. Rico Exhibit C

at ¶ 11. Applicant’s customers and retailers are not from Cuba or Spanish-speaking. See attached

Declaration of George A. Rico Exhibit C at ¶ 9, and Declarations of Distributors and Customers Exhibits

D at ¶ 10 and E at ¶ 8.

Additionally, there is no evidence of advertisements, webpages, testimony, magazines and cigar

publications and encyclopedias that establish that sellers of cigars in the United States market non-Cuban

cigars through branding and marketing associations with Cuba because they believe that consumers value

associations with Cuba in making purchasing decisions. In Guantanamera, the applicant included in its

product packaging the false claim “Genuine Cuban Tobacco” evidencing that the use of Cuban tobacco

on its product packaging would influence the consumers in their decision. Guantanamera 102 USPQ2d at

n3.

In this case, Applicant’s product packaging does not include a misleading Cuba reference. To the

contrary, Applicant’s packaging prominently displays the word HONDURAS in capital letters on the side

of the box. See Exhibit B, Pictures of Applicant’s GRAN HABANO box of cigars. Further, Applicant’s

customer base generally does not view branding and marketing associations with Cuba as a material factor

in making purchasing decisions because American cigars are much more complex and unique, and Cuban



cigars are one dimensional. See attached Declaration of George A. Rico Exhibit C at ¶ 9.

Moreover, the evidence shows that purchasers of GRAN HABANO cigars are highly sophisticated and are

not influenced in their decision to purchase GRAN HABANO cigars because of the word “habano.”

Rather, Applicant’s customers purchase GRAN HABANO cigars because of their quality and tobacco

blend, something that the Board in Guantanamera noted was lacking. See attached Declarations of

Distributors and Customers Exhibits D at ¶ 17 and E at ¶ 14. See also Guantanamera 102 USPQ2d at *20.

           

The Federal Circuit has mandated that the Board must apply the correct test when determining materiality,

especially when the Board uses broad statements regarding a language being spoken by an appreciable

number of U.S. consumers but failing to connect those consumers to the actual goods at issue. In re Spirits

International N.V., 563 F.3d at 1357.  See also Guantanamera Cigar Co. v. Corporacion Habanos S.A.,

729 F. Supp. 2d 246, 254 (Fed.Cir. 2010) (holding that Cuba’s renown reputation for cigars and

applicant’s false packaging is not enough evidence to determine that a substantial proportion of the target

audience would be deceived into purchasing cigars because of the  false goods-place association). 

 In Guantanamera, the Board based its finding of materiality on the percentage of the general population

of the United States that speaks Spanish and that the applicant’s advertisements and website were in

Spanish. Guantanamera 102 USPQ2d at *11. However, what amounts to a “substantial portion” of the

targeted community for a specific trademark must be determined on a case-by-case basis. Here, there is no

link between the 12.3% Spanish speakers noted in Guantanamera and the target market for Applicant’s

GRAN HABANO cigars. To the contrary, the evidence shows that the cigar purchasers constituting

Applicant’s customer base (1) are not Spanish speakers; (2) are not materially influenced in their

purchasing decisions by the presence of the term “habano” in Applicant’s mark, and (3) base their

decision to purchase Applicant’s cigars on the characteristics and quality of the cigar. See attached

Declaration of George A. Rico Exhibit C at ¶¶ 9, 10, 14, 16, and Declarations of Distributors and

Customers Exhibits D at ¶¶ 10, 12, 16, 17 and E at ¶¶ 8, 11, 13, 14.

“We note that only 0.25% of the U.S. population speaks Russian. If only one quarter of one percent of the

relevant consumers was deceived, this would not be, by any measure, a substantial portion.” In re Spirits

International N.V., 563 F.3d at 1357. Here, it makes little difference if the total of all native Spanish

speakers in the United States comprises 12.3% of the total U.S. population, as that percentage provides no



insight into the percentage of native Spanish speakers constituting the target market for Applicant’s

cigars.

In conclusion, the various points needed to prove GRAN HABANO primarily geographically deceptively

misdescriptive of cigars made from Cuban seed tobacco have not been met. Applicant has shown that

GRAN HABANO purchasers and retailers are sophisticated and knowledgeable regarding the cigar

industry and base their cigar purchasing decisions on taste, quality, and blend instead of a goods-place

association. Also, the fact that GRAN HABANO contains the word “habano” does not materially affect

customer’s decisions to buy a GRAN HABANO cigar. Purchasers and retailers of the GRAN HABANO

cigars are aware of the Cuban embargo and know the origin and what kind of tobacco is contained in a

particular cigar.

II.        Conclusion

Based on the foregoing, Applicant respectfully requests that the mark GRAN HABANO be approved for

publication.

                                                                       

Respectfully submitted,

GREENBERG TRAURIG, LLP
August 12, 2014                                             By__/Steven J. Wadyka, Jr./
Steven J. Wadyka, Jr.
2101 L Street, N.W.
Suite 1000
Washington, D.C. 20037
Tel: (202) 331-3105
Fax: (202) 261-0135
           

Attorney for Applicant
SANTA CRUZ TOBACCO CO., INC.
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APPLICANT AND/OR ENTITY INFORMATION
Applicant proposes to amend the following:
Current: SANTA CRUZ TOACCO CO., INC., a corporation of Florida, having an address of
      8553 NW 68TH STREET
      MIAMI, Florida 33166
      United States

Proposed: SANTA CRUZ TOBACCO CO., INC., a corporation of Florida, having an address of
      8553 NW 68TH STREET
      MIAMI, Florida 33166
      United States
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Signatory's Name: Steven J. Wadyka, Jr.
Signatory's Position: Attorney of record, Greenberg Traurig, District of Columbia Bar Member

Signatory's Phone Number: 12023313105

The signatory has confirmed that he/she is an attorney who is a member in good standing of the bar of the
highest court of a U.S. state, which includes the District of Columbia, Puerto Rico, and other federal
territories and possessions; and he/she is currently the applicant's attorney or an associate thereof; and to
the best of his/her knowledge, if prior to his/her appointment another U.S. attorney or a Canadian
attorney/agent not currently associated with his/her company/firm previously represented the applicant in
this matter: (1) the applicant has filed or is concurrently filing a signed revocation of or substitute power
of attorney with the USPTO; (2) the USPTO has granted the request of the prior representative to
withdraw; (3) the applicant has filed a power of attorney appointing him/her in this matter; or (4) the
applicant's appointed U.S. attorney or Canadian attorney/agent has filed a power of attorney appointing
him/her as an associate attorney in this matter.

The applicant is filing a Notice of Appeal in conjunction with this Request for Reconsideration.
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